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Agenda 

•What do employers want? 
– How actuaries are seen / our brand 

– What is required to succeed? 

•How can you get these qualities? 
•What is the Institute doing to help? 



Top of mind…  

Beaton Consulting Research “Understanding the Actuary Brand”, December 2010 – from in depth 
qualitative interviews with senior executives in banks, life offices and consultants 
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Brand associations        



Positive associations 
identified by both managers & non-

managers of actuaries: 
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Negative associations 

Beaton Consulting Research “Understanding the Actuary Brand”, December 2010 – from in depth 
qualitative interviews with senior executives in banks, life offices and consultants 

Perceptions of actuaries 

 



Capability framework 



To get in the game / starting point: 
• Intelligence, excellence, hard work, high standards 

– Actuaries already known for this 

• Communication skills and soft / people skills 
– Actuaries are not currently known for this 

 
Beyond this, to excel need: 
• Business acumen, commerciality 

– Actuaries are not currently known for this  

• Fill skill gaps in Capability Framework 
– e.g. strategy, leadership 

 
 

          What employers want         



What businesses want: 
• Strategic, data-driven insights 
• Risk management 
Growth opportunities for actuaries: 
• General insurance  
• Banking  
• Ageing populations & retirement provision 
• Health  
• Strategic marketing from data analytics 
• Beyond Financial Services  - mining, energy 

Opportunities    



Conclusion 

 

 

You are “brand actuary”! 





The actuarial 
qualification is 
attractive to 
current & 
potential  future 
members 

More 
members 
identify 
themselves 
as an 
actuary 

The profession 
has capitalised  
on future growth 
areas for jobs for 
actuaries 

To position  the profession so that wherever there 
is uncertainty of future financial outcomes,  

actuaries are sought after for their valued advice 
& authoritative comment 

Education & CPD, R&D and expansion to new fields,  professional 
guidance & standards, represent profession & public policy, meet 

member service needs & expectations 

Vision 

Mission 

Actuaries Institute – Strategy 2013 to 2015 

Enhance the brand 
of actuary & the 

reputation 
of the Institute  

Strategic 
Intent 

Sustain & develop 
the actuarial 

profession 

Sustain & develop 
the Institute’s 

business 

The Institute is 
attractive to 
current & 
potential future 
members, in 
Australia & o/s 

Strategic 
Outcomes 

More actuaries, 
in whatever 
roles they are 
working, think 
the Institute 
adds value 

The Institute  
is sought 
after for 
authoritative 
comment 
 

Actuaries are 
recognised as 
valuable 
practitioners or 
experts in 
more areas 

Actuaries are in 
demand as 
trusted advisers 
& partners to 
business 

Increased 
demand for 
actuaries on 
boards, by 
employers, clients 
& government 

Actuaries are 
doing new 
types of work 
in traditional 
practice areas 
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